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Editor’s Note: This year-end ind-x encom 
passes a comprehensive listing of feature ar 
ticles that appeared in Product Marketing 
during 1987 

Bath & Body Review (‘‘The Well-Kept 
Body,’ May ‘87, p. 6)—Talking the sensual 
approach, retailers and marketers discuss bath 
& body in PM's annual category review 

The Beauty Format (May ‘87, p. 20)—Tech 
niques for showcasing and highlighting beauty 
at limited distribution, including a new com 
puterized option 


Beauty Taps Video (June '87, p. 32)—Lauder 
and Dior enter the video revolution, plus a list 
ing of some beauty videos on the market 
Celebrity Spokespersons (‘ ‘Does the Holly- 
wood Connection Pay Off?’ Feb. '87, p. 30.)— 
A look at the celebrity spokesperson, as Eliza 
beth Taylor prepares to debut her Passion fra- 
grance 

Christmas Catalogue—A Holiday Buying 
Guide (July '87, p. 6)—Sharpen your pencils— 
PM's Christmas preview is here, with 10 pages 
of gifts to grace house and heart 


Color Cosmetics Update 

Computer Technology Supports Color 
Cosmetics Sales (Apr. '87, p. 19)—Limit 
ed distribution retailers cite key factors— 
including computer technology— for main- 
taining st y growth in foundation sales 

New Entries Present Challenges and 
Rewards for Broad Distribution Buyers 
(Apr. '87, p. 22)—A spot- check of buyers’ 
strategies for dealing with shifts within the 





category 
Department Stores Pair Up Ads with In- 
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SATISFY 
THIS 
OMAN! 


Over 12,000,000 women are satisfied with 2nd DEBUT, 
the proven performer for women over 35. 


The 2nd DEBUT MOISTURE RETENTION Collection is a 
big success with a 20-year-plus proven sales record with 
women who want to keep their skin soft and youthful 


2nd DEBUT reaches your #1 skincare customer— 


the over 35-year-old woman responsible for 51% 


of all skin treatment purchases 





THE KNOWING WOMAN'S CHOICE IN SKINCARE 





Ind DEBUT products offer this customer an upscale 
department store image at a reasonable price 


2nd DEBUT has selected distribution at the stores 


these customers frequent 


* 2nd DEBUT has extensive consumer support, with 
a money back guarantee if not completely satisfied 


—National print advertising 


—National and local radio advertising 
—Sales inducing pre-packed counter displays 


—Profitable trade allowances 


Put the entire 2nd DEBUT MOISTURE RETENTION 
Collection to work for you. To profit from these proven 
performers call Don Irwin, Executive Vice President, 


at 212-532-7647 today. 
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Marimar imports Inc 
14 East 38th Street 
New York, NY 10016 











Store Promotions (Mar. '87, p.7)—More re- 
tailers are creating a total promotional pack 
age, successfully combining beauty advertising 
with in-store events 

Design (‘‘Winning Designs,’’ Oct. ‘87, 

p. 12)—A visual tour of the cosmetics depart 
ments of four winners in the Store Interior De 
sign Competition 

Direct Mail—Chain Drug Stores Target 
Beauty Consumers By Mail (Mar. ‘87, p. 6)— 
More drug chains are using direct mail to ad 
vertise beauty. However, newspaper inserts 
and special supplements are still the most ef- 
fective drawing cards in the category 

Eau de Parfum (‘‘The Rise of the EDP,’’ Nov 
"87, p.20)—The story behind the new fra- 
grance concentration that is intense, lasting, 
and affordable 

Ethnic Hair Care 

Retailers Boost Visibility of Ethnic 
Hair Care (Mar. '87, p. 10)—Four top 
chains reveal some of the strategies they 
are using to heighten visibility and ensure 
moderate sales growth in the ethnic hair 
care department 

New Products & Strategies Increase 
Breadth of Hair Care (Mar. ‘87, p. 11)- 
With a focus on the Black consumer, PM 
looks at the ethnic hair care category to- 
day—along with some hints about its fu 
ture. 

Black Entrepreneurs Target Upscale 
Consumers (Mar. '87, p. 12)—How are 
Black entrepreneurs, who have targeted 
products for the upscale Black consumer, 
faring at retail? 

Executive Recruitment (‘‘Going for the 
Gold,’ Feb. '87, p. 17)—With the changeable 
face of the beauty industry today, PM investi 
gates who gets the top positions—and why 
The Fashion Connection (June '87, p. 9)— 
The dramatic turn in fall fashion sets off an 
equally dramatic shift in the signals sent by 
fragrance, makeup and hair 

50 Plus (June '87, p. 49)—An analysis of 
beauty and the 50-plus market, including some 
surprising facts and figures 

Fragrance Now (Nov. ‘87, p. 4)—The market 
may be rougi, but retailers are as enthusiastic 
as ever. Included in this comprehensive report 
is a tabulation of fragrance usage for selected 
name brands 

Hair Care (‘‘Less Means More,’’ May '87, p 
8)—Two new hair thinning supplements add 
excitement to the otherwise tranquil men's 
category 

Holiday Sales (1986) 

At Drug Chains, Bigger Sales Push 
Pre-Sold Consumers on Scents (Feb 
"87, p. 27)—Key players in the single-digit 
sales increases for Christmas '86 holiday 
season, including high-end top-sellers. 

Department Stores Register Double- 
Digit Gains (Feb. '87, p. 28)—Retailers 
spell out sales activity during the '86 holi 
day season, with a focus on fragrance 

Retailers Pick Holiday Season Win- 
ners (Feb. '87, p. 29)—A wrap-up of The 
Fragrance Foundation’s ‘‘Retailer's Re 
view of Christmas Past.’’ 

Independent Drugstores (‘‘Independents As 
sess Beauty in the Drugstore,’’ May '87, p 
19)—Independent drugstore retailers discuss 
the beauty business 

Inventory Control (‘‘Tracking Sales in the 
Cosmetics Department,’’ Jan. '87, p. 10)— 
Though many retailers have computer systems 
at point-of-sale, is inventory control all that 
advanced? PM explores the issue of tracking 
sales 

Japanese Market (‘‘ Americans in Japan,"’ 
May ‘87, p. 28)—Two close-up views of doing 
business in Japan, and an update from Wash 
ington 

Line Representatives (‘‘How to Find and 
Keep Qualified Line Reps,’ Feb. '87, p. 20)- 
Several top-league marketers and retailers re 
veal the incentives they use. Methods of train 
ing are also highlighted 

Manpower (Sept. '87, p. 6)—A six-page over 
view of the men's grooming category, includ 
ing sales figures, retail comments and fra 
grance introductions 

Marketer Spotlight 

Color is the Question (Apr. ‘87, 

p. 24)—Six key marketers comment on col 
or cosmetics, ranging from sampling to real 
estate 

Game Playing (July ‘87, p. 27)—Mar 
keting executives become retailers-for-a 
day and cite their priorities 

Strategies that Work (June ‘87, 

p. 41)-Top beauty executives discuss how 
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they make success happen 
Mergers & Acquisitions (‘'Max Factor Moves 
Its Home, Again,"’ Feb. "87, p. 44)—Analyst 
Nancy Hall looks at Revion's acquisition of 
Max Factor, with a brief history of merger ac 
tivity since 1960 
Packaging Roundtable (' H ‘Packaging Execs 
Detail Design Trends,’’ Feb. '87, p. 34)—Five 
top executives discuss secondary packaging 
Key points cover trends in design and redesign, 
and activity in Europe and J 
Point-of-Purchase (‘‘P-O-P Executives Dis- 
cuss Industry Trends,’’ Jan. '87, p. 23)—In 
dustry executives are working harder to distin- 
guish and sell the beauty category at drug and 
department stores 
Price Directory (Mar. ‘87, p. 21)—Volume 
XIII of the industry's most comprehensive 
guide to cosmetics, fragrance and toiletry 
product pricing, listing more than 13,000 
sKUs. 
Price Directory (Sept. '87, p. 2 
XIV, PM's fall '87 directory 
Private Label Roundtable (‘‘Focus on Color 
Cosmetics,’’ Feb. '87, p. 38)—Five private la- 
bel pros discuss the market. Included are high- 
lights from an overview on private label at re- 
tail by an association president, as well as a 
spot-check of private label activity at the drug 
chain. 
Retail Store Profiles 

Bloomingdale's (Nov. '87, p. 12)—A 
look at the beauty department from the 
man who designs the cosmetics and fra- 
grance visual presentations for the trend- 
setting store. 

Burdine’s—Staging In-Store Events 
Creates High Drama (Apr. '87, p.11)— 
How Burdine’s Boca Raton, located in the 
third fastest growing city in the U.S., at- 
tracts and maintains its beauty clientele in 
the Sunshine State 

Carson Pirie Scott's Growth Strategy 
Stresses Service, Promotion, Fashion 
(Mar. '87, p. 8)—Chicago’s ‘‘homegrown"’ 
retailer combines innovative sales and pro 
motional techniques with service and a 
high fashion statement to stand out among 
area retailers 

K & B’s Solomon Keeps Beauty Tops 
at the Chain (Apr. '87, p. 15)—PM traces 
the story of K & B’s veteran cosmetics buy- 
er from age 17 to her present approach to 
keeping the beauty department on top at 
the chain 

The Elegant Sell of Jean Laporte 
(Nov. '87, p. 23)— How the French per. 
fumer's gem of a fragrance boutique is 
gathering a following in the States 

Rich's Romance (Jan. ‘87, p. 14)— 
Deep in the heart of the South, Atlanta 
based Rich's department store creates a 
selling environment that focuses on ser 
vice, exclusivity and an upscale ambiance 

Scents Through Time (Nov. ‘87, p. 18)—A 
report on the not-to-be-missed ‘ ‘Scents of 
Time’’ travelling retrospective of fragrance 
Skin Care on the Move (Oct. ‘87, p. 6)—An 
update of this ever-intriguing $2 billion plus 
category , including statistics and retail close 


22)—Volume 


ups 
State of the Industry Report (‘‘The Beauty 
Year in Review,"’ Dec. '87, p. 12)—Retailers, 
marketers and industry analysts share infor. 
mation on the state of the industry , category 
by category 
Statistics 
Advertising Expenditure Study (Aug 
"87, p. 8)— Beauty advertising—with a 
doliar breakdown for more than a dozen 
categories, including the top brands that 
comprise them 
Consumer Expenditure Study (Aug 
"87, p. 5)— Estimated dollar volume sales 
for beauty at retail. Amid varied activity , 
the total figure for 1986 rose slightly —to 
$17.3 billion 
Media References Guide (Aug. '87, p 
13)— Advertising dollar volume for the 
magazines where marketers spend their 
beauty dollars. Plus, the top 25 magazines 
in cosmetics/beauty aids advertising and a 
key to the PIB beauty classifications 
Nielsen Charts Beauty Growth (Apr 
"87, p. 30)—Charts and a summary look at 
A.C. Nielsen's newest figures for selected 
beauty categories 
Sun Care Review 
What's New Under the Sun? (Jan 
"87, p. 7)—A look at new products for '87, 
focusing on how marketers and retailers 
are responding to concern about skin can 
cer, aging and sensitive skin 


Planogram Update (‘‘Focus on Sun 
Care,’ Jan. '87, p.12)—A planning spe 
cialist offers information on the best-sell- 
ers and new products for '87, as well as 
tips on how to planogram the department 

Supermarket Sales (‘‘Beauty Sales Facing 
Super Challenge,’’ Jan. ‘87, 


partment can add glamour and profits to the 
supermarket operation 

Supplier (‘‘Quest's Stance,"’ Nov. '87, 

p. 16)—As part of their plans to conquer the 


p. 21)—A few in- 
novative retailers show how the cosmetics de- 





world of fragrance, flavors and food ingredi 
ents, the multinational company has created a 
Fine Fragrance Group 

Suppliers’ Guide '87 (Aug. '87, p. 16)—A 
comprehensive directory for fragrances/spe 
cialty chemicals, packaging/components, pri- 
vate label/special services, and point-of-pur 
chase companies. 

Elizabeth Taylor's Passion (‘‘Let the Good 
Times Roll,"’ Nov. '87, p. 18)—Phenomenal 
success stories are pouring in for Taylur’s Pas- 
sion 

















all—just right. Our printing process 
composes ail the format options 
you can imagine. Chemists in our 
Replicolor™ laboratories trans‘orm 
a fragrance note for note, youir 
cosmetic colors shade for shade— 
they've even masterminded 
Replicolor™ for lipstick 


webcraft 


TECHNOLOGIES (NC 


The final product is the quality 
you see. And knowing Webcraft 
was there is the quality you will 
remember. 


Let Webcraft help you appraise 
your next work. Call George Lane 
at 201-821-3712 


Our Clients Make Us What We Are. 


Rt. 1 & Adams Station, North Brunswick, NJ, 08902, 201-297-5100 














